Exploring Consumer Reactions to Tipping Guidelines: Implications for Service Quality by Karniouchina, Kate et al.
Cornell University School of Hotel Administration 
The Scholarly Commons 
Center for Hospitality Research Publications The Center for Hospitality Research (CHR) 
4-2-2008 
Exploring Consumer Reactions to Tipping Guidelines: Implications 
for Service Quality 
Kate Karniouchina 
Rohit Verma Ph.D. 
Cornell University, rv54@cornell.edu 
Kate Karniouchina 
Himanshu Mishra Ph.D. 
Follow this and additional works at: https://scholarship.sha.cornell.edu/chrpubs 
 Part of the Hospitality Administration and Management Commons 
Recommended Citation 
Karniouchina, K., Verma, R., Karniouchina, K., & Mishra, H. (2008). Exploring consumer reactions to tipping 
guidelines: Implications for service quality [Electronic article]. Cornell Hospitality Report, 8(8), 6-16. 
This Article is brought to you for free and open access by the The Center for Hospitality Research (CHR) at The 
Scholarly Commons. It has been accepted for inclusion in Center for Hospitality Research Publications by an 
authorized administrator of The Scholarly Commons. For more information, please contact 
hotellibrary@cornell.edu. 
If you have a disability and are having trouble accessing information on this website or need materials in an 
alternate format, contact web-accessibility@cornell.edu for assistance. 
Exploring Consumer Reactions to Tipping Guidelines: Implications for Service 
Quality 
Abstract 
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patrons to be more generous with wait staff. The study compared the effects on tips of an educational 
approach which informed guests about tip norms against an actual calculation printed on the check (as 
well as no guidelines at all). Using an internet simulation experiment, the study found that potential 
restaurant guests’ reaction to tip reminders depended in part on whether the restaurant’s service was 
excellent, average, or just plain shoddy. It’s clear that offering suggestions influenced tip amounts, but not 
always in the expected way. Offering educational guidelines tended to raise tips when service was 
adequate, but it reduced the highest tips when service was excellent. When service was poor, however, 
mentioning tip norms encouraged patrons to take revenge on the hapless server. Offering a calculation on 
the check improved tips under all service quality levels, although the increase in tip levels was not 
significant when service was poor. Since the study is a simulation, the authors encourage restaurant 
operators to contact them to engage in a real-life experiment of tipping guidelines. 
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Implications for Service Quality
by	Ekaterina	Karniouchina,	Himanshu	Mishra,	
and	Rohit	Verma
This	study	examines	 the	 relative	 effectiveness	of	using	gratuity	guidelines	 to	 encourage	restaurant	patrons	to	be	more	generous	with	wait	staff.	The	study	compared	the	effects	on	tips	of	an	educational	approach	which	informed	guests	about	tip	norms	against	an	actual	calculation	 printed	 on	 the	 check	 (as	 well	 as	 no	 guidelines	 at	 all).	 Using	 an	 internet	
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to	 be	 blatant	 and	 “pushy.”	 Despite	 this	 shortcoming,	 Sanson	 quotes	 a	 server	 who	 attests	 to	 the	
effectiveness	of	guidelines	and	recommends	that	all	industry	participants	engage	in	this	practice.	Given	
































































































The experiment described in the accompanying text presented one of 
the following three scenarios to participants. Scenario 1 depicted poor 
service; Scenario 2 described average service; and Scenario 3 involved 
excellent service. Instructions to the participants were as follows:
Throughout this questionnaire you will be asked your opinions about a 
hypothetical dining experience. Please read the following scenario 
carefully and answer the questions that follow truthfully. 
Scenario 1: You and your friend have decided to check out a new 
restaurant in town called Mistique Bistro. However, when you get into 
the restaurant the staff seems inattentive. After two unsuccessful 
attempts at getting someone’s attention, the host arrives and tells you to 
follow her without extending an apology for the wait. She takes you to 
a table and promises that your server will be with you shortly. You wait 
for the server, while pondering the way the staff moves in and out of the 
kitchen and the fact that your table is too close to the bathrooms. After 
about five minutes your server arrives and asks what you want to drink. 
You ask him if you could switch tables, but he tells you that you are out 
of luck, since they are busy and it will take a while to clear the other 
tables. He takes your order and retires to the kitchen. After quite some 
time he manages to bring the drinks to the table, only one of them 
matching your order. When you tell him that you asked for a different 
drink, he asks you if you are sure, and then unwillingly takes the wrong 
drink back to the kitchen. He brings the right drink and asks you if you 
have made up your mind about the order. Your friend has a couple of 
questions about a menu item, but the server doesn’t seem to know the 
menu very well. Your friend decides to go with a generic option in order 
to avoid further confusion. The waiter takes your order as well and 
leaves, only to come back several minutes later to tell you that the item 
you have selected was not available. You go with the same option your 
friend selected and wait for your food to arrive. When your food arrives, 
you find it satisfactory, but by the time it makes it to your table it is only 
lukewarm.
Scenario 2: You and your friend have decided to check out a new 
restaurant in town called Mistique Bistro. When you get into the 
restaurant the staff seems reasonably friendly. It is busy, and the host 
tells you that you will have to wait about 10 minutes. After a while, the 
host takes you to your table, apologizing for the wait. She promises that 
the server will be with you shortly. After you are seated, you realize that 
your table is somewhat inconvenient; you are in the way of the staff 
moving in and out of the kitchen. When you catch the server’s attention, 
you ask to be moved to another table, and he promises to find one as 
soon as it becomes available. He then takes your order and returns to 
the kitchen. A few minutes later he brings your drinks and tells you that 
another table is now available in a better spot. You are moved to the 
new table, and the server takes your order. Your friend has a couple of 
questions about a menu item. The server knows the menu items 
reasonably well and answers your friend’s questions adequately. When 
he asks you about your choice, it appears your selection is not available. 
He describes the daily specials hoping that one of them catches your 
attention, waits until you make up your mind, and then returns to the 
kitchen. It takes him a while to come back, but when he arrives you find 
the food to be satisfactory.
Scenario 3: You and your friend have decided to check out a new 
restaurant in town called Mistique Bistro. When you get into the 
restaurant the staff seems very friendly, but not overbearing. The place is 
busy, and yet the host quickly finds you a table, seats you, and 
introduces your server. Unfortunately, the table is in a busy spot, with 
customers and staff constantly walking by, and so you ask if another 
table is available. The server apologizes and promises to find another 
one soon. In the meantime, he takes your drink orders and brings some 
warm rolls with the house spread for you to snack on. In a couple of 
minutes, a table next to the window is available, and you are promptly 
seated. The server brings your drinks and describes the specials. Your 
friend asks a few questions; the server knows the menu well and is very 
helpful in explaining the choices. When it is your turn to order, it turns 
out your selection from the menu is not available. The server apologizes 
and proposes another similar dish, which turns out to be even more to 
your liking. After taking the orders, it takes him a while to bring the 
main course, but he stops by several times in the meantime to refill your 

















































































































































































































































































ment,	(6) returning	to	the	establishment,	(7) becoming	a	regular,	(8) 
advising	friends	and	family	to	check	it	out,	(9)	advising	colleagues	to	visit	
the	restaurant,	and	(10)	spreading	positive	word-of-mouth	online.
 Sales Draft condition
 Service  calculation 
 level control assistance Educational total
 Poor 67 74 60 215
 Average 69 71 60 200
 Excellent 73 73 70 216
 Total 209 218 204 631
 
  
 Source type iii SS Df mean Square F Sig.
 Corrected model* 2089.529 8 261.191 71.796 .000
 Intercept 22496.432 1 22496.432 6183.768 .000
 Service 2009.144 2 1004.572 276.134 .000
 Guideline format 29.829 2 14.914 4.100 .017
 Service x Guideline format 36.607 4 9.152 2.516 .040
 Error 2259.186 621 3.638
 Total 26772.880 630
 Corrected total 4348.715 629
Exhibit 3
Summary of sample distribution (3 x 3 factorial design)
 Notes: control drafts bore no additional legend. calculation assistance involved printing the 
following calculations: 15% is $6, and 20% is $8. In the educational approach the sales draft 
bore the following legend: “Quality service is customarily acknowledged by a gratuity of 15 to 20%.”
Exhibit 4
test of between-subjects effects
 *Note: R Squared = .480; Adjusted R Squared = .474.
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Exhibit 5











































pairwise comparisons for gratuity amount as the dependent variable
 (a) receipt (b) receipt mean Diff.(a-b) Std. Er. Sig.
poor Service Control Calculation Assistance -0.103 0.391 0.793
  Educational Statement 0.693 0.391 0.078
 Calculation Assistance Control 0.103 0.391 0.793
  Educational Statement 0.795 0.381 0.038
 Educational Statement Control -0.693 0.391 0.078
  Calculation Assistance -0.795 0.381 0.038
average Service Control Calculation Assistance -0.475 0.272 0.082
  Educational Statement -0.623 0.284 0.030
 Calculation Assistance Control 0.475 0.272 0.082
  Educational Statement -0.147 0.283 0.603
 Educational Statement Control 0.623 0.284 0.030
  Calculation Assistance 0.147 0.283 0.603
Excellent Service Control Calculation Assistance -0.722 0.280 0.011
  Educational Statement 0.069 0.284 0.809
 Calculation Assistance Control 0.722 0.280 0.011
  Educational Statement 0.791 0.284 0.006
 Educational Statement Control -0.069 0.284 0.809





















































Summary of results with respect to original hypotheses
 hypothesis Findings Explanation
hypothesis i: Guidelines increase gratuity 
amounts under average service conditions
Support The result is especially strong for the educational format.
hypothesis ii: Guidelines fail to increase 
gratuities under poor service conditions
Support None of guideline formats produces significantly higher tips 
compared to the control condition. There is a significant 
difference between two types of guidelines.
hypothesis iii: Educational guidelines reduce 
gratuities under poor service conditions.
Marginal Support Educational guidelines marginally reduce the tips under 
poor quality condition.
hypothesis iv: Educational guidelines reduce 
gratuities under excellent service quality condition.
No Support No difference compared to the control group.
hypothesis v: Guidelines in a calculation 
assistance format reduce gratuities under excellent 
service quality condition.
No Support Calculation assistance format is associated with higher tips 
(see Hypothesis VI).
hypothesis vi: Guidelines in a calculation 
assistance format improve gratuities under excellent 
service quality condition.
Support Calculation assistance format significantly improves tips 
under excellent service conditions.
hypothesis vii: Educational guidelines provoke 
consumer retaliation under poor service condition.
Marginal Support Educational guidelines under poor service condition are 
associated with marginally increased likelihood of consumer 
retaliation (e.g. complaining to management and spreading 
















































































Offering tip calculations on the 
check generally increased tips, 
but service levels—particularly 





proposed field test of tipping guidelines
average Service restaurants
if average tips are below the norm:  
introduce educational statement 
guidelines to one sub- group and 
calculation assistance to another
poor Service restaurants
if average tips are below the norm: 
 introduce calculation assistance 
guidelines
 Note: With regard to restaurants rated average for service, for the educational format to be effective, restaurants should 
have little variation in levels of service between different servers. If the level of service is inconsistent, the calculation 
assistance format is more appropriate.
Excellent Service restaurants
if average tips are below the norm: 






use existing consumer feedback to separate restaurants into three groups:  
excellent, average, and poor service quality ratings. 
 print the guidelines on randomly chosen sales drafts  (also need a control group).
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